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OUR Generation - The Project

The OUR Generation project is a Peace IV funded project that 
provides a unique opportunity for communities, north and south of 
the Border, to work together to halt the intergenerational impact of 
trauma and to build emotional resilience and peace for generations
to come.

This three-year project will run to December 2022 and engage with
36,000 children, young people and their key contacts. The project
will be delivered in education, youth and community settings
aim the 5 Urban Village Areas of Northern Ireland and the Border
Region of Northern Ireland and Ireland.

The cross border partnership of 7 regional organisations will be
led by Action Mental Health in partnership with of Donegal Youth
Service, Co-Operation Ireland, Youth Action NI, Youth Work Ireland,
PlayBoard NI & Ulster University.

Funding for the OUR Generation project has been awarded through
the European Union’s PEACE IV Programme, managed by the Special
EU Programmes Body (SEUPB), match-funding for the project has
been provided by The Executive Office in Northern Ireland and the
Department of Rural and Community Development in Ireland.

OUR Generation will collaborate with existing community–based 
initiatives to offer accessible, age appropriate prevention, early 

intervention and recovery activities delivered on a cross-border and 
cross-community basis to support the mental and emotional well-
being of children and young people. Children and young people 
will engage in programme design and delivery, including provision 
of peer support, developing skills and confidence to improve
well-being within their communities and act as agents of change, 
building peace for future generations.

The Need

The EU’s PEACE IV Programme recognises that a significant
number of people, living across the region, are suffering from
Troubles/conflict-related trauma.

In particular communities with a history and ongoing experience 
of deprivation and social tension are the ones most impacted by 
the legacy of conflict and division. The latest research also shows 
that this trauma can be passed on trans-generationally to younger 
people; many of whom suffer with poor mental health as the result.

The areas of project delivery have been chosen because
deprivation, social tension and poor mental health have been 
highlighted by local groups, youth work practitioners and schools 
as a barrier preventing our young people and communities from 
thriving.
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OUR Generation – The Legacy

4,900 key contacts of Children and Young People will be equipped 
with the skills, knowledge and confidence to support the emotional 
resilience and wellbeing of Children and Young People including an 
improved understanding of mental health problems.

31,100 Children and Young People will have improved emotional 
resilience, empathy and skills to help themselves and others; 
greater intercultural awareness, community cohesion; the capacity 
and desire to be active citizens in their communities. 

Children and Young People and their key contacts will have co-
designed a range of digital resources including a social media app, 
animations & podcasts to support their own needs and those of 
the wider communities on a regional and national basis. 

Emotional Recovery Colleges will be accessible in communities 
for all Children and Young People and their wider communities to 
engage on a cross community basis & access support for mental/
emotional resilience.

Brand Guidelines 4



Brand Guidelines 5

Key Messaging
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What’s in a strapline?
The OUR Generation Strapline was created by young people, for 
young people.

After linking up dozens of Youth groups for suggestions, then 
voted for by an independent panel of young people, ‘Growing Up 
Better, Together’ was selected to become the strapline for OUR 
Generation.

We liked it because it’s easy to understand and can be broken into 
two parts which summarise the core of the project.

Mental Health – Growing up better,
Together – Peace

Value Proposition

The OUR Generation project is a unique opportunity to halt the 
transgenerational impact of trauma and to build emotional 
resilience and peace for generations to come. 

Through collaborating with existing community–based initiatives 
the project will offer accessible, age appropriate prevention, early 
intervention and recovery activities delivered on a cross-border and 
cross-community basis to support the mental and emotional well-
being of children and young people.

Brand Pillars

Well-being 
At the heart of everything we 
do is well-being. We want to 
see positive change in children, 
young people and their key 
contacts and see a sense of 
purpose among our staff. 

Quality 
Our project and its 
programme are at the cutting 
edge of the latest research 
and all programmes are 
peered review. We have lots 
of expertise and experience 
throughout the partnership 
and this will ensure quality 
designed programming.

Collaboration 
We need to collaborate 
and share ideas between 
the partnership and the 
communities the project will 
be delivered in.

Legacy
Our project may be finite in its 
timings but we want to make 
sure it’s impact it’s infinite. We 
want to see the children, young 
people and key contacts act as 
agents of change and ensure 
resources are provided for 
future generations.



Brand Guidelines 6

Key Messaging
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Tone of Voice

Our tone of voice is an expression of the OUR Generation 
project. Whether we’re communicating with children, young 
people or adults, talking to them directly in communities, 
having conversations online or producing promotional 
literature, it needs to be communicated correctly. 

We must be Communicative, Positive, Confident and Friendly. 

Our tone of voice will deviate depending on the messages, 
channel, audience and environmental factors, however the 
essence of above should always be present.

Communicative
We’re willing and eager 
to exchange ideas and 
thoughts. We open 
and appropriately 
convey information 
when possible.

Confident
We believe in what 
we’re doing and 
delivering. We’re 
confident that it  
will have a lasting 
positive impact in 
the community for 
generations to come.

Positive
We’re optimistic 
about what is ahead 
and excited to 
work together with 
communities to have 
a positive impact  
for the present and 
the future.

Friendly
We’re friendly and 
always looking to  
give help and make 
a difference.
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Textual Referencing

OUR Generation 

In promotional activity the ‘OUR’ in OUR Generation should be 
written in capitals. This helps emphasise that the project belongs 
to the children, young people. 

It is also consistent to how the text appears in the logo.

SEUPB
The text below should always appear below the SEUPB logo. 

‘A project supported by the European Union’s PEACE IV 
Programme, managed by the Special EU Programmes Body 
(SEUPB).’

Urban Villages Initiative

The Urban Village areas must be referred in text as the below.

Proper name to be used for the initiative:

The Urban Villages Initiative

Urban Villages should not be used in isolation

However, Urban Villages can be used to clarify the subject, 
some examples:

There are five Urban Village areas.
Working with the Urban Villages team.
They took part in an Urban Villages event.
We have contacted the Urban Villages groups.

Border Counties

The Border Region is a NUTS Level III statistical region of Ireland. 
The name of the region refers to its location along the Republic of 
Ireland–United Kingdom border. It is not a cross-border region, as it 
comprises the Irish counties of Cavan, Donegal, Leitrim, Monaghan 
and Sligo but does not include Louth.

Therefore, it must be referred to as ‘The Border Region of Ireland’.



The OUR Generation project is a 
collaborative partnership that aims 
to halt the intergenerational impact 
of trauma and to build emotional 
resilience. The project will work within 
communities and organisations to 
engage 36,000 children, young people 
and their key contacts in the Urban 
Village Areas of Northern Ireland and 
the Border Region of Ireland.

Funders  

All OUR Generation Funders must 
have due and equal prominence. 

Along with the relevant logo, projects 
must also include the below textual 
references on relevant publicity 
materials (such as press releases).
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The Project - OUR Generation 
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Principle Funder

SEUPB 

The Special EU Programmes Body is
a North/South Implementation Body
sponsored by the Department of Finance 
in Northern Ireland and the Department of 
Public Expenditure and Reform in Ireland. It is 
responsible for managing two EU Structural 
Funds Programmes, PEACE IV and INTERREG 
VA which are designed to enhance cross-border 
co-operation, promote reconciliation and create 
a more peaceful and prosperous society.

• The Programmes operate within a clearly
defined area including Northern Ireland, the
Border Region of Ireland and in the case of
INTERREG VA, Western Scotland.

• The PEACE IV Programme has a value of
€270 million and aims to promote peace and
reconciliation in Northern Ireland and the
Border Region of Ireland.

• For more information on the SEUPB please
visit www.seupb.eu

Community Partner

Urban Villages   
The Urban Villages Initiative is a headline action of 
the Together: Building a United Community (T:BUC) 
Strategy. It is designed to improve good relations 
outcomes and develop thriving places where there has 
been a history of deprivation and community tension.

Match Funders

The Northern Ireland Executive Office 
& Department of Rural and Community 
Development
Match-funding has been provided by the Executive Office 
in Northern Ireland and the Department for Rural and 
Community Development in Ireland.
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The OUR Generation logo comprises two elements:
the OUR Generation name and the four symbols.  
All visual communications should include the  
whole logo.

Core and horizontal
Use the version of the logo which complements
the composition of the design.

Clear zone
A clear zone must be maintained around the
OUR Generation logo to ensure maximum impact
and increase legibility. See page 9. Core logo

Horizontal logo
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The clear space is defined by the height of the 
capital ‘O’ in the OUR Generation logo. Please do
not position anything within the zone indicated
in the diagrams in grey.

Minimum height
The logo should never appear smaller than
the minimum height indicated in the diagrams.

Minimum
height
15mm

Minimum
height
15mm
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There are two logo versions available. The 
‘Core Logo’ (see page 9) and the ‘Core Logo 
with Strapline’.

For internal communications it is 
recommended that you use the ‘Core Logo’ 
and for external communications it is 
recommended that you use the ‘Core Logo 
with Strapline’ version.

Core logo with Strapline

Horizontal logo with Strapline
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There are colour variations of the logo, 
which are intended for use on coloured 
backgrounds where the primary logo 
isn’t as legible because of colour 
contrast levels or design features.

Contrast with the background is the 
only factor that should determine which 
version of the logo to use; different 
versions should not be used to represent
or imply a sub-brand. If the logo is to be 
positioned on an image, the background 
should not detract or interfere with the 
legibility of the logo. Place the logo in a 
coloured footer if the image does affect 
the logo in this way.
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Where possible the logo must be 
used in full colour. However, there 
may be occasions where the logo 
can be used in single colour reverse.

Because the shape and format of 
the logo is dynamic, it is possible to 
apply the logo in any environment 
and still be guaranteed impact.

In this case the logo must be 
reversed out of the branding colours 
as set out opposite.
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Positioning
The logo should be positioned in the 
top left corner of key publications like 
literature front covers, report documents 
and advertising. 

The logo should be positioned in the top
left corner for letterheads, compliment
slips, Word documents and large format
communications like pull-up banners.

Co-branding
The OUR Generation logo must 
always appear at the far bottom left if 
positioned with co-branding.

Limitations
Please do not rotate or stretch the logo, 
change its colour or proportions, or add 
text or other elements to it.

Do not rotate the logo

Do not stretch or distort the logo

Do not change the colours of the logo

Do not change the proportions of the logo

Do not add text to the logo

Do not place the logo on a 
similar colour background

Additional text added



Logo Hierarchy

Tier 1 
For use on all OUR Generation 
communications where possible.

Tier 2 
For use on OUR Generation 
communications where 
space is not restricted.

Tier 3 
For use on OUR Generation 
communications into Urban 
Villages where possible and 
space is not restricted.
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Logos can be displayed in an 
alternative structure depending 
on space, however must follow
the order and rules adjacent.  The Peace IV Logo should always be 

displayed beside the OUR Generation 
Logo and of equal size. See examples 
on page 19.
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Primary colours
The colour values for the 
primary palette should not be 
deviated from. Only solid tones 
of colour should be used. 

Tints can be used only as a 
watermark. It is recommended 
that the reversed (white) 
version of the logo is placed on 
a solid colour to ensure a high 
level of contrast between the 
two elements.

Pantone 123C
C0  M27  Y84  K0
R251 G194 B55
#fbc237

Pantone 2665C
C60  M60  Y0  K0
R122 G111 B172
#7a6fac

Pantone 431C
C15  M0  Y0  K60
R128 G129 B135
#768187

Pantone 298C
C70  M10  Y0  K0
R49 G175 B225
#31afe1

Pantone 360C
C60  M0  Y80  K0
R151 G191 B13
#97bf0d
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Typography for Print

ITC Lubalin Graph Std Demi

abcdefghijklmnopqrstuvwxyz!@£€$%^&*(){}~?
ABCDEFGHIJKLMNOPQRSTUVWXYZ1234567890
Roboto Condensed Regular

ABCDEFGHIJKLMNOPQRSTUVWXYZ1234567890

Roboto Regular

abcdefghijklmnopqrstuvwxyz!@£€$%^&*(){}~?
ABCDEFGHIJKLMNOPQRSTUVWXYZ1234567890
Roboto Bold

abcdefghijklmnopqrstuvwxyz!@£€$%^&*(){}~?
ABCDEFGHIJKLMNOPQRSTUVWXYZ1234567890
Roboto Italic

abcdefghijklmnopqrstuvwxyz!@£€$%^&*(){}~?
ABCDEFGHIJKLMNOPQRSTUVWXYZ1234567890

Headings
Headings should be in  
ITC Lubalin Graph Std Demi 
where possible.

Alternatively, for large format 
media, such as pull up banners 
or signage, Roboto Condensed 
Regular in uppercase may  
be used.

Body text
All body text should be 
in Roboto Regular with a 
minimum font size of 10pt.

Roboto Bold or Roboto Italic 
may be used to highlight words 
within body text. Italics should 
never be used for headlines.
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Typography for Digital

Arial Bold

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@£$%^&*()-_+={}[]:;”|\?/<,>.`

Arial Regular

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@£$%^&*()-_+={}[]:;”|\?/<,>.`
Arial Italic

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890!@£$%^&*()-_+={}[]:;”|\?/<,>.`

Headings
All headings should be in 
Arial Bold.

Body text
All body text should be in Arial 
Regular with a minimum font 
size of 10pt.

Arial Bold or Arial Italic may be 
used to highlight words within 
body text. Italics should never 
be used for headlines.



Bloomfield House
395-405 Newtownards Road
Belfast
BT4 1RH

T: 028 9039 1630
W: www.amh.org.uk

@amhNI

7 Crescent Gardens 
Belfast  
BT7 1NS

T: 028 9080 3380
E: info@playboard.org 
W: www.playboard.org
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Stationery
To convey a smart, professional image 
a suite of stationery has been designed 
to give a coherent, unified look to our 
communications.

Partner Application
As stated before, OUR Generation is a 
partnership of 7 different organisations. 
Therefore it is important that all partner 
communications are coherent across 
the project.

When promoting as a partner 
organisation with the brand, it is 
recommended that the following 
approach should be adopted.

- OUR Generation should be the primary 
brand (typically situated top left) 
alongside the Peace IV Logo. 

- Match Funders should come below with 
partner organisation as secondary 
brand (typical situated top right).

- Sizes of all logos should remain equal 
to one another where possible.

Bloomfield House
395-405 Newtownards Road
Belfast
BT4 1RH

T: 028 9039 1630
W: www.amh.org.uk

@amhNI

7 Crescent Gardens 
Belfast  
BT7 1NS

T: 028 9080 3380
E: info@playboard.org 
W: www.playboard.org
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Brand Application

Social Media Our Gene ration

Our Gener ation
@our_gene ration

our_gener ation

our_gene ration building peace
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Brand Application

Pull Up Banner

GROWING UP 
BETTER,
TOGETHER
our-generation.org
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Photography

At OUR Generation we believe the 
saying… ‘a picture can tell a thousand 
words’. So it’s really important that the 
images we use are right.

All our photography should be positive. 
It should help us feel like a movement 
that is making a difference in the lives 
of children, young people and their key 
contacts. We want images in real life, 
everyday situations that give a great 
impression about how OUR Generation 
is being delivered.

People and faces within photography 
can add power to photography. People 
are a catalyst for engagement and 
people are more likely to engage with 
material if they see other people on it. 
This works especially well on social 
media platforms.

We also want our images to feel 
authentic and real. We want them 
to represent to people and the 
communities working together within 
OUR Generation, so we can transmit the 
great personalities of the project and 
those involved.
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Contact

For all branding queries please 
contact Chris Jones at: 
cjones@amh.org.uk




